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PROFILE OF RADIO ONE LISTENERS



93%
Radio One Listeners 

own a house

58% 
Radio One Listeners 

belong to NCCS A1 & A2



Listeners’ monthly avg expenditure on 

Shopping (clothing & accessories)

Listeners’ monthly avg expenditure

on personal grooming

Listeners’ monthly avg 

expenditure on movies
₹ 1000

₹ 3000

₹ 1100

Mirchi - ₹2800, Red FM - ₹2700, Indigo - ₹3000 

Mirchi - ₹1000, Red FM - ₹1000, Indigo - ₹1000 

Mirchi - ₹900, Red FM - ₹950



Average amount spent by 

listeners on their last watch

Average amount spent by 

listeners on their last phone

Listeners’ monthly avg 

expenditure on eating out

₹11,000

₹20,000

₹1,800

Mirchi - ₹9500, Red FM - ₹7500

Mirchi - ₹18000, Red FM - ₹19000

Mirchi - ₹1800, Red FM - ₹1600, Indigo - ₹1600 



Listeners follow latest 

trends & fashion
79%

Radio One Listeners seek 

quality and excellence
78% 

Radio One Listeners have 

Gym/Club membership
20%



Listeners prefer travelling to 

places never been before
79%

Listeners travel in 

Premium Economy/Business
50% 

Seek new ideas and    

opportunities
78%



Listeners own 

Smartphones/iPhones

91%

Listeners spend more than                      

4 hours online
43%

Ahead of Indigo listeners on usage        

of Mobile & OTT apps

Ahead of Indigo listeners on online 

activities

1.7X

1.4X
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Digital Smart Watch

Radio One

Radio Mirchi

Red FM

Radio Indigo

41%  of R1 Listeners own Digital Smart Watch



81%

79%

78%

78%

77%

Open to pay for products that save

time

Prefer to digital/online payment

over cash

Always buy the latest gadgets

Stay updated with latest gadgets

Receptive to new products and

technology



1.8X
Higher intention to purchase 

Kindle in comparison to

Radio Mirchi

2X
Higher intention to purchase 

personal grooming products in 

comparison to Radio Mirchi

2X
Higher intention to purchase 

security devices in 

comparison to Radio Mirchi



Listeners watch sports on 

TV/digital platfoms
41%

Listeners follow cricket 

ODIs and T20s
98% 

Listeners watch

IPL
84%



Listeners intend to purchase

Gold jewelry
83%

Listeners intend to purchase

Diamond jewelry
35% 

I     Intend to purchase from known

brands (Tanishq, PC Jewelers)
40%



ANNEXURE



RESEARCH METHODOLOGY

Age Group 20 – 45 Years

Gender Male & Female

SEC NCCS A & B1

Who?

Radio One  / Radio Mirchi / Red FM 
/ Indigo Listeners. Spending at least 
4 days/week for a minimum of 30 
mins each day listening to radio 

Target Audience Research Design

❑ Face to Face Interviews with structured 

questionnaire
❑ Area Purposive Sampling

Sample Split

Delhi 75 75 75 -

Mumbai 75 75 75 -

Bangalore 75 75 75 75

Total 225 225 75225


